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ABSTRACT 
 
The primary research objective of this treatise is to determine the role of Muslim 
women in family businesses.  Muslim women actively participate in various private 
and public sectors of the economy as well as in family businesses. 
 
The literature review discusses the family business and its definitions and 
portrayed the advantages and disadvantages of family businesses.  Furthermore, 
the research explored women in family business and investigated common 
reasons for joining the family business as well as conflict and success planning 
experienced by the women in the family business.   
 
Thereafter, the literature review discussed the Muslim women in family businesses 
and highlighted the background of the history of Muslim women in Islam.  The 
Muslim women and their rights in Islam were presented followed by the rules of 
hijab.  An overview of Muslim women in the history of Islam of the past and in the 
current economy was completed.   The literature review then discussed the Muslim 
women in business and concluded with the Muslim women and their role in family 
businesses. 
 
The research methodology and research design literature lead to a qualitative 
research strategy being adopted to determine the role of Muslim women in family 
businesses.  A questionnaire was designed and participants from the local Muslim 
business community who live in Port Elizabeth were approached to participate in 
the research treatise. 
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The participants were initially contacted telephonically followed by an interview 
session where the questionnaire was used as a guide to the interview.  The main 
purpose of the structured questionnaire was to determine sufficient data for 
adequate analysis of the research problem.  The data were analysed and 
recommendations were made to address the primary research objective.   
 
The findings presented highlighted the role of Muslim women in family businesses.  
During the research further opportunities for research were presented, particularly 
to determine the impact of the Muslim daughter in family business is recommended 
for future research. 
 
Key words: Family business, Muslim women, Succession in Islam, empowerment 
of Muslim women 
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CHAPTER 1 – INTRODUCTION, PROBLEM STATEMENT AND OUTLINE OF 
THE STUDY 
 
1.1 INTRODUCTION 
 
Family business, as an arena where the disparate unit of family and business are 
integrated, constitutes a unique situation (Bjursell and Backvall, 2011).  The main 
reason for the growing importance of family businesses is the on-going 
rationalisation of large businesses, as well as the inability of the formal 
employment sector in creating job opportunities (Venter, 2002). 
 
With family firms acknowledged as the seeding ground for the next generation of 
entrepreneurs and with increasing attention in research and public policy to 
women‟s entrepreneurship, it is important to understand the factors in family firms 
which help and hinder their women‟s leadership and entrepreneurship potential 
(Barrett and Moores, 2009).  Women in family businesses have been 
acknowledged in research over many years where Billson (2011) referred to a 
book published in 1981 titled “From the other side of the bed: A woman looks at a 
life in the family business”. 
 
Muslim women and their role in family businesses have not been thoroughly 
researched.  The question about whether women have an economic role in a 
Muslim society has been a subject of intense debate among Islamic and none-
Islamic scholars alike (Zakaria, 2001).  Contrary to common belief, Islam does not 
confine women to the role of mother, in spite of the fact that this role is the inherent 
biological function of the women (Aquil, 2011).   
 
The tendency of not only the West, but of some Muslims to believe that Islam‟s 
purpose for women is to maintain the family and that Islam does not allow the 
women to work, may be explained by the lack of specification of the role of women 
(Aquil, 2011). 
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This research explores the role of Muslim women in family businesses.  This 
research discusses the following specific to the Muslim women: 
 The religion and beliefs of Muslim women;  
 The history of Muslim women in Islam; 
 The Muslim women and their rights in Islam; 
 Muslim women and the rules of hijab; 
 Muslim women in business – past, present and future; 
 Muslim women in family businesses; 
 Challenges of Muslim women in family businesses. 
 
1.2 PROBLEM STATEMENT 
 
The generalised stereotype in society of the role of Muslim women as someone 
whose rights to freedom and economic participation is curtailed by their religion.  
What is specifically damaging about stereotypes involving Muslim women is that 
these stereotypes have the potential to limit their activity in various career fields, as 
well as lead to a perpetuation of loss of rights in education, work and even the 
rights over one's own body (Aquil, 2011). 
 
The aim of the study was to determine the role of Muslim women in family 
businesses.  Small to medium sized Muslim owned business in the Port Elizabeth 
area formed the population of the study. 
 
The role of Muslim women in family businesses cannot be determined without 
identifying the main research problem of the study.  Therefore it is important to 
recognise the primary research objectives for the purpose of validating the results 
of the research. 
 
The main research problem identified is: 
 The role of Muslim women in family businesses. 
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1.3 RESEARCH OBJECTIVES 
 
The primary research objectives are: 
 To determine the role of Muslim women in family businesses; 
 To understand what challenges Muslim women face in family businesses; 
 To determine if succession planning is addressed in Muslim family 
businesses and if Muslim women can be the chosen successor of these 
businesses. 
 
The research will therefore be focussed at the role of Muslim women and their 
participation in family businesses.  It will also address challenges they are faced 
with in business and in the economy in general. 
 
1.4  RESEARCH METHODOLOGY 
 
A qualitative research strategy was adopted for the research.  Research on family 
businesses is different from research on other organisations in that it means 
researching a family and the influence it exerts on the business (es) the family 
owns and/or manage (Nordqvist, Hall and Melin, 2009). 
 
A questionnaire was designed with the aim of gathering enough information from 
the participants to enable the resolution of the research problem.  The 
questionnaire comprised four distinct sections: 
Section A Biographical information with regard to personal information and the 
extent of the experience in family business; 
Section B Strategic questions focussed at the reasons for joining the family 
business and how their religion impacts the way business is 
operated; 
Section C Questions around conflict experienced by Muslim women in the 
family businesses; 
Section D How succession planning is managed in the family business and if a 
Muslim woman can succeed in a family business? 
4 
 
A multiple purposive sampling technique was used in determining the final list of 
Muslim women participants who were a part of the study.  A sample size of ten 
participants from small to medium sized family businesses in Port Elizabeth was 
selected. 
 
An interview process which included a preliminary telephone assessment followed 
by one on one interviews with the participants of the study was done.  The data 
collected were analysed and findings presented.  The questionnaire could 
specifically gather some analytical data to provide further details of the scope of 
the participants.  This analysis was tabled into ten tables named: 
Table 4.1 Age of the participants; 
Table 4.2 Level of education; 
Table 4.3  Type of industry; 
Table 4.4  Age of the business; 
Table 4.5 Number of employees; 
Table 4.6 Number of family members; 
Table 4.7 Participant‟s Position in the family business; 
Table 4.8  Number of years in the family business; 
Table 4.9  Number of generations in the family business; 
Table 4.10  Number of potential successors in the family business. 
 
Further data analysis included the questionnaire discussion where results from the 
interviews further highlight the role of Muslim women in family businesses.  
 
1.5  MOTIVATION FOR THE RESEARCH 
 
Women in leadership roles in family businesses are still not the norm (Barrett, 
2010).  According to Sharma (2004), there is a need to further understand the role 
of females in family firms as past studies have indicated the varying type of roles 
that women in family firms tend to adopt, but do not explain the implications of 
these role adoptions.  
5 
 
A need for research into the role of Muslim women in family businesses was 
identified.  The study conducted by a Muslim woman explores research into the 
family business, women in family businesses and looks at specific research aimed 
at the role of Muslim women in the economy and in family businesses. 
 
1.6  OUTLINE OF THE STUDY 
 
This treatise is divided into five chapters. 
 
CHAPTER 1: INTRODUCTION 
 
This chapter will give a brief overview of the need for the research, 
highlights the main research problem and identifies the primary research 
objectives.  The chapter continues with a brief overview of the research 
methodology, motivation for the research and relevance of this research.  
 
CHAPTER 2: LITERATURE REVIEW 
 
This chapter contains the literature review addressed at role of Muslim 
women in family businesses.  It is focussed at discussing the definitions of a 
family business, the role of women in family businesses and an overview of 
history of Muslim women, their rights in Islam, their challenges and their role 
in business and concluding with their role in family businesses. 
 
CHAPTER 3: RESEARCH DESIGN 
 
This chapter will cover the type of research that will be done, the sample 
size, the design of the questionnaire and the interview guidelines.  An 
overview of sample selection of participants in the study will also be made. 
 
CHAPTER 4: RESEARCH FINDINGS 
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This chapter will analyse the data collected during the interviews conducted 
with Muslim women in family businesses.  The chapter will discuss the 
results and relate it to the literature review completed in Chapter 2 directed 
at the role of women and Muslim women in family businesses. 
 
CHAPTER 5: CONCLUSION AND RECOMMENDATIONS 
  
The conclusion consists of a summary of the findings as well as 
opportunities for future research.  Recommendations made based on the 
findings will also be discussed. 
 
1.7 RELEVANCE OF THIS RESEARCH 
 
The Muslim community of Port Elizabeth is a generally small community if 
compared to bigger cities in South Africa.  A need for research into the role of 
Muslim women in family businesses from Port Elizabeth was identified. 
 
It is important to understand the role of Muslim women in family businesses and 
how they affect the family dynamics within the business.  Although a small 
community, the Muslim family businesses actively play a role in several sectors of 
the economy of Port Elizabeth. 
 
An opportunity to do research into the role of Muslim women in family businesses 
could highlight business principles which could be adopted by other businesses in 
becoming more sustainable. 
 
The next chapter will discuss the literature review of family businesses and 
specifically include a discussion of the role of Muslim women in family businesses. 
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CHAPTER 2 – LITERATURE REVIEW 
 
2.1 INTRODUCTION 
 
The 2009 Fortune 500 Catalyst Census of the Women Board of Directors indicated 
that year on year there had been very little change in the advancement of women 
and that women only held 15,2 per cent of board of director positions in Fortune 
500 companies (Billson, 2011). 
 
There is a lot of opportunity for women in family business as nearly 60 percent of 
all family owned businesses have women in top management team positions 
(Distelberg, 2008). 
 
Although recognised as very important players, the role of women is often defined 
as invisible in decision-making, supportive in men‟s traditional business domains 
and often rarely adequately recognised and rewarded (Anshu, 2012). 
 
The research reviewed in the next chapter will firstly look at characteristics of the 
family businesses or family firms and furthermore at the role of women in family 
businesses.  Finally the research problem is addressed which is the core of this 
study, namely the role of Muslim women in family businesses. 
 
The role of Muslim women in family businesses will be explored in this treatise. 
Muslim women are frequently perceived as oppressed and subjugated people with 
a marginal, or even counterproductive, economic role in society (Zakaria, 2001).  
For the West, nothing was more symbolic of the claimed Islamic oppression than 
the alleged plight of Muslim women (Yaqoob, 2008). 
 
Saudi Arabia addressed the gap in educating the Muslim Women and in 2010, the 
country‟s first women-only university called Princess Nourabint Abdul Rahman 
University was established (Aquil, 2011).  
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2.2 WHAT IS A FAMILY BUSINESS? 
 
Worldwide, estimates of all enterprises considered to be family businesses range 
between 80 percent and 98 percent (Poza, 2010).   
 
A comprehensive study of family businesses done by Chua, Chrisman and Sharma 
(1999), found 21 different definitions of family business in their review of 250 
research articles.   
The table below displays some definitions of a family business: 
Table 2.1 
Author Reference Family Business Definition 
Chua, Chrisman and 
Sharma (1999) 
The family business is a business governed 
and/managed with the intention to shape and pursue the 
vision of the business held by a dominant coalition 
controlled by members of the same family or a small 
numbers of families in a manner that is potentially 
sustainable across generations of the family or families. 
Cullen (2007) 
 
 
 
 
A family business which has started by an 
entrepreneur/founder and eventually progresses to 
being owner managed and then results in more than one 
member working in the business which leads  to a family 
partnership. 
Klein (2000) A family business as a company that is influenced in a 
significant and substantial manner by one or more 
influence. 
Venter (2002) A family business is one that is owned by members of 
the same family to shape and/or pursue the formal or 
implicit vision of the business, in which it is the intention 
of the family members to hand the business over to the 
next generation, or which has already been handed over 
to a family member to manage and/or control it. 
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Another way of defining a “family business” is to refer to a business in which there 
is a significant overlap between (i) a family emotional system and (ii) the ownership 
system and (iii) the business system (Stewart, n.d.).  The researcher adopts the 
family business definition of Poza (2004) who describes a family business as a 
unique synthesis of the following: 
1.  Ownership control (15 percent or higher) by two or more members of a 
family or a partnership of families; 
2. Strategic influence of family members on the management of the firm, 
whether by being active in management, by continuing to shape the culture, 
or by serving as advisers or board members; 
3. Concern for family relationship; 
4. The dream (or possibility) of continuity across generations. 
 
The family businesses play an important role in the economy of South Africa and 
according to Ackerman (2001), approximately 80 percent of businesses in South 
Africa could be classified as family businesses. They comprise 60 percent of the 
listed companies on the Johannesburg Stock Exchange.  Several of the world‟s 
most influential and successful business are family-owned and operated, many of 
them becoming household names (Taruwinga, 2011).  Family businesses have 
been making a positive contribution to the South African Economy for the past 300 
years (van der Merwe, 1998).   An important characteristic of family businesses is 
the ability to generate substantial wealth and jobs on a much larger scale than any 
other type of business (Adendorff, Boshoff, Court and Radloff, 2005).   
 
A major contributor to the success of family owned business is the energy as they 
are built on passion of all their owners who care deeply about the long term 
prospects of the business as the fortune, reputation and future of the family are at 
stake (Adams, 2009).  Recognising the importance of the family system is crucial 
for an understanding of family business (Zachary, 2011). With the success of 
family businesses there seems to be definite advantages unique to the family 
business culture.   
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Abdul Rahman (2006) states the better matching of the cash flow rights with the 
control rights of the dominant stakeholders as the advantage of family firms.  The 
key issue of family business sustainability is the need to secure the long term 
survival and continuity of the business in terms of ownership meanwhile balancing 
the need to energise the business entrepreneurially and managerially (Ozer, 2012).  
 
Disadvantages include factors which are unique to the family business which play 
a negative role in its continuity.  Nieman (2006), for example, attributes family 
business failure to factors such as conflict between family members, nepotism, 
tradition, a paternalistic/autocratic culture existing in the business, improper 
handover to the next generation, a lack of leadership and ineffective 
communication. 
 
A summary of advantages and disadvantages of family business constructed by 
Adams (2009) is tabled: 
Table 2.2 
ADVANTAGES DISADVANTAGES 
Strong support from family members Potential for conflict between family 
members 
Values and ethos shared by family 
members 
Poor governance 
Ability to think long-term Difficulty separating home and work life 
Ability to make decisions quickly Succession generations could prove 
less committed than founders 
Stronger relationships with local 
community 
Reluctance to relinquish control may 
hamper growth 
Focus on future generations creates 
lasting stability 
Difficulty separating family and business 
finances 
High level of loyalty and family 
commitments 
Innovation may be hampered 
Source: Adams, 2009 
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All family business are unique in character and its complex business structure is 
further affected by the role of women in family businesses.   
 
Understanding the image of women in family businesses projected in the media 
has relevance for understanding the situation of  women owning and leading family 
businesses (Bjursell and Backvall, 2011).  Media representation of women CEO‟s 
of family firms still emphasises the sensational and unique aspect of their presence 
at the top, especially the story about the “little girl” who became a successor in a 
family business, the devastated widow who took over from her late husband‟s 
business and led it to great heights, or the sister who outperformed the older 
brother in the family owned automobile dealership (Barrett, 2010). 
 
A look at women in family businesses and the role they play within the business 
dynamics, the reasons they joined, their challenges and their family business 
succession will be covered in the next section. 
 
2.3 WOMEN IN FAMILY BUSINESSES 
 
With family firms acknowledged as the seeding ground for the next generation of 
entrepreneurs and with increasing attention in research and public policy on  
women‟s entrepreneurship, it is important to understand the factors in family firms 
which help and hinder their women members‟ leadership and entrepreneurial 
potential (Barrett and Moores, 2009). 
 
Women are entering the family business on an increasing basis.  Mass Mutual – 
American Family Business Review (2007), indicates that 24 percent of the 
businesses surveyed have a female CEO or President and 31.3 percent of family 
businesses indicated that the next successor is a female.  Furthermore, almost 60 
percent of all family owned businesses have women in top management team 
positions.  
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Women-owned family businesses are flourishing and changing the face of family 
firms all over the world (Kothari and Tobwala, n.d.).  In family business research, it 
has been shown that women take on important but subtle roles in the family 
business, helping to achieve continuity and growth of the family firm (Jimenez, 
2009).  Furthermore Jimenez (2009) cites that contributions of some women in 
family business remain in the shadows because women normally take on roles as 
assistants, informal advisors or mediators between members of the family who 
formally run the company. 
 
Research has found that women in family businesses are not afforded enough 
opportunity to play a leadership role in the business.  According to Vera and Dean 
(2005), women in family businesses are not being groomed for future leadership 
roles.  Yet, Danes and Olsen (2003) found that 42 percent of wives are major 
decision makers even in family firms owned and managed by men.  However, 
more recently various factors have assisted in providing greater visibility about  
women in family businesses and have helped advance women into more 
meaningful leadership roles (Billson, 2011). 
 
Although a subtle role at times, the role of women in family businesses can 
positively contribute to the success of the family business.  The „feminine‟ style of 
women in family firms is very important for creating good internal relationships, the 
overall climate in the business, employees‟ satisfaction and morale (Vadnjal and 
Zupan, 2009).  The entwinement of the private and professional contexts in family 
firms may lessen the distance between gendered contexts and make women more 
likely to take on leadership roles as they become familiar with the business 
(Bjursell and Backvall, 2011).  Vadnjal and Zupan (2009) concur that the process 
of their elevation to the CEO position can neutralise part of their femininity and 
softness and performing the duties of a CEO seems to develop experiences that 
harden their approach.  Billson (2011) found women are valued for their inherent 
strengths, but at the same time asked to step up and be counted. 
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2.3.1 REASONS FOR JOINING THE FAMILY BUSINESS 
 
Women in leadership roles in family businesses are still not regarded as the norm 
(Barrett, 2010). 
 
For a woman in a family business, loyalty to the business is generally the force that 
drove her into it and is fused with loyalty to her family of origin while it competes 
with the intense loyalty and demands of her own nuclear family, especially if she 
has children (Dhiman and Kaur, 2011). 
 
According to Cole (1997), the reason for women joining the family business is in 
wanting to help the family, filling in a position that no other family member wanted 
and dissatisfaction with another job.   Loyalty and responsibility were among other 
reasons that women joined the family business (Hoosen, 2007).  According to Vera 
and Dean (2005) the advantages of working in the family business are the desire to 
make their parents‟ business grow, pride of carrying on the fami ly tradition, 
comfortability of the workplace, shared family values, more time with your family 
and work schedule flexibility.  
 
The limited job growth which women are faced with in industry is another reason 
why women join family businesses.  A differentiation must be made between a 
glass ceiling that is transparent or mirrored.  According to Cole (1997), a 
transparent glass ceiling may create a barrier when women can see advancement 
that lies beyond their reach simply because they are women.  A mirrored ceiling 
may give women the opportunity to reflect on why they do not want to reach upper 
management positions (Cole, 1997). 
 
Family business offers women access to male-dominated industries such as 
construction and provides more latitude for job security (Dhiman and Kaur, 2011).  
Women are now able to enter a job market which was previously closed off to them 
due to gender stereotyping and as a result of entering into family businesses can 
now enter into other jobs opening up more career opportunities for all women. 
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Women are identified as having specific characteristics and qualifications as well 
as a rational outlook on business which has enabled them to become successors 
in family business and running the family business successfully (Kothari and 
Tobwala, n.d). 
 
2.3.2 CHALLENGES 
 
Role conflict 
Women in family businesses are faced with the integrated role within their family 
and the one they have in the family business which can lead to an unbalanced 
work environment.  Cole (1997) found that balancing children and work still 
appears very much a woman's concern and expected roles and behavior can be 
used as weapons against women in family business.  Women play a key role in the 
creation of family wealth but they have been ignored and marginalised from 
management and ownership (Mulholland, 2003).   
 
Like other family members, women may also choose to work in family business 
but, women who choose to work in the family business often hear double 
messages: “Dedicate yourself fully to the business, but give the family children”; 
“Be independent and behave like a businessman, but be dependent, take care of 
the family and be a mother”; “Don‟t take the business home, but let‟s” talk shop 
tonight” (Dhiman and Kaur, 2011, p 19). 
 
Danes and Olson (2003) view role conflict as the colliding of two worlds.  According 
to Hoosein (1997), women face a no-win choice for if they choose a traditional role 
to maintain harmonious relations with family members, they sacrifice their career 
objectives.  If they choose self-promotion, they risk negative sanctions from family 
members. 
 
Women in family businesses tend to feel undervalued and overlooked (Hamilton, 
2006).  The “invisible women” is a term found in research of  the role of the women 
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in the family business.  However this invisibility can be seen as an active strategy 
for managing from behind the scenes (Barrett and Moores, 2009). 
 
Healthy family firms allow women to sustain their role in the firm independently of 
their role as mother (Barrett and Moores, 2009).  According to Danes and Olsen 
(2003), tensions and conflicts can either foster a constructive climate that focusses 
on targeted goals, leading to growth and/or continued success.  Role conflict is a 
factor in family businesses where women are faced with the greatest challenge. 
 
Succession planning 
 
Succession planning in the family enterprise is the explicit process by which 
management control is transferred from one family member to another (Palliam, 
Cader and Chiemeke, 2011).  According to Poza (2004), succession is described 
as, simultaneously passing the managerial baton, the torch of the family leadership 
and the ownership control.  
 
Succession planning is generally considered to be a unique, case-by-case 
process, where a one-size-fits-all mentality is simply not appropriate, and thus the 
wide variation in viewpoints cannot be avoided (Ip and Jacobs, 2006).  Due to the 
complex and emotionally fraught process of succession and unique characteristics 
of different family businesses it is unlikely that a single model of family business 
succession planning can be applied to all family businesses (Desai, 2008).  
 
Succession and succession planning is a process of identifying the key successor, 
coaching, mentoring and handover of the family business to the willing successor.  
This intricate change and handover process of the leadership role of the family 
business makes succession a complicated matter which can take place over a 
period of time.  Arranging for succession takes time, mainly because so many 
people are involved (Donckels and Lambrecht, 1999).  The question of success 
management has gained increasing importance and is perhaps one of the most 
important topics in family business today (De Massis, Chua and Chrisman, 2008).  
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The communication style of women in family businesses in managing and leading 
differs to that of men.  According to Vera and Dean (2005), women are less 
distrustful, more conciliatory, less directive, more attentive, more supportive, more 
flexible, more balanced, collaborative, care more, take more time to make 
decisions, seek more information on other‟s opinions and attend to the well-being 
of the business and the well-being of the family.  Women in family businesses are 
not being groomed for future leadership roles (Vera and Dean, 2005). 
 
Daughter exclusion remains an under-researched area especially when compared 
to the overall attention given to understanding succession within the family 
business field (Ip and Jacobs, 2006).  All these characteristics could make the 
succession process easier, but on the other hand, the desire to avoid conflict and 
the fear of upsetting their parents discussing succession issues can make the 
process difficult (Hollander and Burkowitz, 1990).  Succession planning in family 
business remains a process which is evaded and can lead to the failure of the 
family business if not addressed early on.   
 
2.4  MUSLIM WOMEN IN FAMILY BUSINESSES 
 
2.4.1 Their religion, beliefs and values 
 
The research of Muslim women in family businesses cannot be done without 
understanding their religion, beliefs and values.  Muslims constitute 24 percent of 
the world population, or 1.65 billion people (Kettani, 2010).   
 
Muslim values and beliefs originate from the principles of Islam, the revelation in 
the Qur‟an and the Sunnah.  The way they live and interact in society is all based 
on these fundamental beliefs which are regarded in the highest light by all Muslims. 
An explanation of important terms which relate to Muslim women and their beliefs 
follow: 
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Islam 
The way of submission to the divine Will of God (da Costa, 2005).  Furthermore, 
Boulanoaur (2006, p 134) explains it as “Is it just a religion?  Is it scientific, in that it 
consists of many terms that are technical and explicitly defined and that often 
suffer through poor translation from one language to another?  Is it a way of life 
(din), in that it teaches a complete, holistic and comprehensive way of life. Is a 
Muslim‟s primary duty is to learn the din and act on what is learnt?” 
 
Hadith 
This is the authorised and recorded Prophetic traditions on a host of topics, 
narrated by companions of the Prophet and transmitted down through time (Da 
Costa, 2005). 
 
Prophet Muhammad (SAW) 
This is the name of the final Prophet of Islam. He is deeply respected and loved by 
all Muslims and is always given a blessing after mention of his name - peace be 
upon him - which is given acronyms like (SAW) or (PBUH).  “We have to know and 
understand who this man (Muhammad) is, for it is through him that the final 
revelation descended from the Lord and it is through him we will know more than 
just what Islam is or what religion is.  It is through him we will discover who Allah 
(God) is and thus who we are, our purpose or goal in this life and how to achieve 
enlightenment” (www.islamic-dictionary.com, 14 July 2012). 
 
Sharia or Shari’ah 
As cited in Ikenga (2011), Mustapha (2001, p 17) defines sharia as the complete 
universal code of conduct drawn by our creator Allah through His messenger 
Muhammad (SAW) to mankind detailing the religious, political, economic, social, 
intellectual and legal systems. 
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The Qur’an 
The Qur‟an is the core of Islamic law, which is the literal word of God revealed to 
Muhammad over a period of 22 years (610A.D – 632A.D) through the angel 
Gabriel to guide mankind.  Being the word of God, it is eternal and immutable 
(Mejia, 2007). 
 
The Sunnah 
The Sunnah is comprised of the Hadith and examples of Prophet Muhammad 
(SAW) as recorded by his companions and those who were close to him during this 
time (Mejia, 2007). 
 
2.4.2 The history of Muslim women in Islam 
 
In the “jahiliyya” time of ignorance that preceded Islam, women not only didn‟t have 
the right to inherit as well as other mundane rights, but seriously the right even to 
live (Aquil, 2011).  According to Aquil (2011), women before Islam did not have the 
right to inherit from their fathers or husbands or any members of their families and 
were traded as a commodity.   
 
As times changed, women were however awarded more freedom and during early 
Islamic times were allowed to start trading and were able to run a business on their 
own.  Khadijah bint Khuwaylid was the first convert to Islam. She was also the 
devoted wife of the Prophet Muhammad (SAW).  Khadijah was well-known in her 
community for her success in the field of trade (www.wisemuslimwomen.org, 18 
July 2012).  With the advent of Islam, women were given rights of inheritance, 
property ownership, divorce and even education, thereby elevating their status 
(Aquil, 2011). 
 
In addition, women participated actively in trade and commerce and took on 
important roles, were present at religious gatherings, prayed in mosques and some 
women participated in battles (Shaikh, 1991). 
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The equality of women can be found in the Holy Qur‟an in the following verses: 
"And among His Signs is this, that He created for you mates from among 
Yourselves, that ye may dwell in tranquillity with them and He has put love and 
mercy between your (hearts); verily in that are Signs for those who reflect” (Holy 
Qur‟an, Chapter 30, Verse 21) (Yusuf Ali, 1993).  And furthermore,  
"O ye who believe! Ye are forbidden to inherit women against their will. Nor should 
ye treat them with harshness; that ye may take away part of the dower ye have 
given them – except where they have been guilty of open lewdness; on the 
contrary live with them on a footing of kindness and equity. If ye take a dislike to 
them, it may be that ye dislike a thing, and Allah brings about through it a great 
deal of good" (Holy Qur‟an, Chapter 4, Verse 19) (Yusuf Ali, 1993).  In the hadith 
compiled by Abu Dawud, the Prophet Muhammad (SAW) said:  "The most perfect 
in faith amongst believers is he who is best in manners and kindest to his wife". 
 
The Holy Qur‟an further says “And women shall have rights similar to the rights 
against them, according to what is equitable; but men have a degree (of 
advantage) over them. And Allah is exalted in Power, Wise” (Holy Qur‟an, Chapter 
2, Verse 228) (Yusuf Ali, 1993).  According to the interpretation of the preceding 
verse by Wadud (1999), the verse does not establish women as inferior to men or 
that men are the divinely designated leaders of women. It ordains men to fulfil 
responsibilities toward women who bear children and thereby should not be 
expected to work and support the family as well. 
 
2.4.3 The Muslim women and their rights in Islam 
 
Iqbal (1988) said that in the time of the Prophet, women were raised to heights that 
were unparalleled.  Under the guidance of Prophet Muhammad (SAW) who was a 
champion of women‟s rights, the rights‟ of women in Islam were laid down (Iqbal, 
1988).   
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According to Hassem (2008), women are increasing their Islamic knowledge and 
becoming much more aware of the role of women as well as their rights according 
to the Islamic texts.  Hassem (2008) further states that the increase in knowledge 
and understanding of women‟s‟ rights is not only confined to scholars, ordinary 
women are also becoming more aware of what their rights are according to Islam 
and when these rights are being violated.  Below are some of the Islamic rights of 
Muslim women: 
 
 Right to ownership: 
According to Islamic Law, woman‟s rights to her money, real estate, or other 
properties is fully acknowledged (da Costa, 2005).  She retains her full rights 
to buy, sell, mortgage or lease any or all of her properties (da Costa, 2005).  
The Islamic shari‟ah recognises full property rights of women; moreover 
women are entitled to their own income as long as the means by which they 
receive it is in accordance with Islamic principles (Hassem, 2008). 
 
 Right to employment: 
According to da Costa (2005), there is no decree in Islam which forbids 
women from seeking employment whenever there is a necessity for it, 
especially in positions which fit her nature and in which society needs her 
most.  
 
 Right to inheritance: 
With regard to material preference, there is only one Qur ‟anic reference 
which specifies that Allah has determined for me a portion greater than for 
women: inheritance (Wadud, 1999).  Furthermore Wadud (1999) states that 
men have the responsibility of paying out of their wealth for the support of 
women and they are consequently granted a double share of inheritance. 
 
 Right to remarry: 
Cited by da Costa (2005), divorced women were granted the right to remarry 
by the following verse: When you divorce women and they fulfil the terms of 
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their (iddah) do not prevent them from marrying other men if they mutually 
agree on equitable terms (Holy Qur‟an Chapter 4, Verse 232) (Yusuf Ali, 
1993). 
 
 Right to education: 
Islam liberated women from a society that extensively restricted their rights 
(Aquil, 2011).  Removing the shackles of ignorance and placing women 
under the control of Divine Law and not backward social norms and customs 
was a major step in the “liberation” of women (da Costa, 2005).  As cited by 
Chamas (2009, p 251) “Fadallah (n.d.) asserts that in Islam, women and 
men are equally entitled to education and asserts that woman‟s role as 
mother should not be used against her and should not deprive her from 
acquiring an education in matters that go beyond her immediate maternal 
duties.” 
 
 Rights of female children: 
According to Aquil (2011), giving birth to a girl was so unpleasant and hardly 
accepted among Arabs before Islam.  da Costa (2005) states that the first 
revolutionary step taken by Islam in terms of guarding the rights of female 
children was to ban female infanticide and consider it a crime like any other 
form of murder. 
 
The most significant and the most valued right in uplifting the Muslim women in 
society is the right of education.  Saudi Arabia has also acknowledged this right 
and according to Aquil (2011), in 2010 the country‟s first women-only University, 
Princess Nourabint Abdul Rahman University was established. 
 
The Muslim women‟s rights are however not always protected and upheld in many 
parts of the world where Muslim men still somehow interpret Islamic law to their  
advantage.  Access to information and many Muslim women empowerment 
networks have seen Muslim women rally for their rights to be upheld.   As a result, 
the most promising initiatives for expanding women‟s rights in the Muslim world 
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today lie with the efforts of activists who explain that the Islamic legal tradition in 
not a uniform code, but is instead a diverse body of jurisprudence that affords 
multiple guidelines for human relations, some of which are better suited to 
particular times and places than others (Moustafa, 2011). 
 
2.4.4 Muslim Women and the rules of Hijab 
 
The standard components of Islamic clothing requirements for women are a head 
covering and loose-fitting, non-transparent clothing that covers the whole body, 
maybe with the exception of the hands and face (Boulanouar, 2006).  The hijab 
stated by Boulanouar (2006, p 144), amongst Muslims it is the word commonly 
used for the head covering Muslims wear, although in some countries it is used to 
refer to a complete ensemble that conforms to Islamic clothing rules. According to 
Yasin (2006, p 3), the basic definition of the hijab falls into three categories: 
 Physical garment worn on the head and tied/pinned under the neck 
(headscarves); 
 Modest, decent, loose clothing (which usually covers most part of the body) 
that does not include the headscarf; 
 Modest behaviour, lowering the gaze and protecting one‟s modesty. 
 
In order to understand the clothes of the Muslim and especially the Muslim women, 
one needs to look at the guidelines provided by the Islamic teachings found in the 
Qur‟an.  It is stated by the Qur‟an that: 
 
“And say to the believing women that they should lower their gaze and guard their 
modesty; that they should not display their beauty and ornaments except what 
(must ordinarily) appear thereof; that they should draw their veils over their bosoms 
and not display their beauty except to their husbands, their fathers, their sons, their 
husbands‟ sons, their brothers or their brothers‟ sons, or … (A list of exceptions)” 
(Holy Qur‟an Chapter 24, Verses 30-31) (Yusuf Ali, 1993).  And furthermore, the 
Holy Qur‟an states further: “O Prophet! Tell thy wives and daughters and the 
believing women, that they should cast their outer garments over their persons 
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(when abroad): that is most convenient, that they should be known (as such) and 
not molested” (Holy Qur‟an Chapter 33, Verse 59) (Yusuf Ali, 1993). 
 
Yet, the Muslim women who choose to wear the appropriate Islamic wear called 
the hijab (or veil) are often the critic of the West.  Some common and even 
simplistic accounts of the veil are that it is a mark of fundamentalism and control by 
men, the family and the society (Aquil, 2011).  As cited in Aquil (2011), according 
to Davary (2009), the veil, which is a headscarf, known to the Muslim world as 
“hijab”, has been the subject of obsessive attention and extensive interpretation.  
 
Yet the Western societies see women wearing the Hijab as oppressed.  According 
to Abu Hwaij (2012), there have been countless stories reported in the Western 
media on the plight of the Muslim women around the world, caused by the 
“oppressive” Muslim men that are wrongfully yet deliberately correlated to their 
religion and societies.  The clothing of the Muslim then, seen through the lens of 
Islam and the current Western mode of dress could be viewed as coming from 
opposite perspectives (Boulanouar, 2006).  The perception that the veil is a symbol 
of Islam‟s oppression of women has different adherents who embody different 
assumptions and different levels of sophistication (Bullock, 2002).   
 
Robert (2005) writes that not only does wearing the veil encourage modesty in 
dress and conduct but it also gives women a strong Muslim identity, one that gives 
them a sense of pride.  Hijab is truly a weapon to fight exploitation in every field 
(Iqbal, 1988).  
 
Many women are deciding to don the hijab and according to Yagi (2003), although 
some women wear the hijab “as it is fashionable”, the general conclusion was that 
“the majority of women wearing the Islamic dress feel that they, in principle accept 
and support Islamic values, which include a belief in separation of women from 
men, and separate roles for men and women based on gender.”   
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Modern hijab and styles have been questioned recently but as concluded by 
Woldesemait (2012), the hijab is not losing its religious meaning or changing in its 
meaning but evolving in style to keep with modernisation and social change. 
 
The most notable champion for women and their hijab is Nobel Laureate, Tawakkol 
Karman who recently said that “The rights of Muslim women to wear hijab must be 
respected and Turkish women MP‟s should be allowed to wear the Islamic 
headscarf in the parliament building” (www.presstv.ir, 17 July 2012). 
 
Tawakkol Karman was asked by journalists about her hijab and questioned how it 
is not proportionate with her level of intellect and education, she replied: “Man in 
early times was almost naked and as his intellect evolved he started wearing 
clothes.  What I am today and what I‟m wearing represents the highest level of 
thought and civilisation that man has achieved and is not regressive.  It‟s the 
removal of clothes again that is regressive back to ancient times”   
(www.hautehijab.com, 17 July 2012). 
 
A summary of which can be related to the researchers own background as to why 
Muslim women wear the hijab constructed by Yasin (2006, p 3) states: 
 Act of faith – most of the women cited this reason as paramount , to submit 
to God‟s order for maintaining modesty; 
 Parental expectations and religious obligation is the most common reason 
among women who come from religious migrant families; 
 Societal pressures – many women stay in largely Muslim areas/suburbs and 
it may have a direct impact on their decision to cover or not, especially since 
there is a misconception that women who veil are more religious than those 
who do not; 
 Religious identity – to associate one‟s self with something greater, to belong 
to a broader community and also to distinguish themselves as practicing 
Muslim women so that social boundaries can be set; 
 To associate the religion (Islam) to events that is friendly and “integrative”. 
With women in the workforce and doing things that are “normal”, the women 
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are acting as ambassadors to the fact that the Muslim women in hijab are 
not oppressed.  Basically, they are also trying to break down the already 
present prejudices and biases; 
 To assert one‟s femininity and sexuality through a desired form of dressing 
in Islam. 
 
2.4.5. Muslim women in businesses – past, present and future 
 
There are ample examples of prominent women in Muslim history, such as 
Shajarat al-Durr, who ruled Egypt in 1250 and Labna of Cordoba, who was a well-
known mathematician in the 10th century (Al-Hassani, 2010).  Wealthy Muslim 
women in the early years of Islam often delegated responsibilities to males on 
economic matters that required extensive travels and absences from home and 
intimate interaction with other non-family male counterparts (Zakaria, 2001). 
 
Engaging women equally with men in all aspects of life is imperative for 
economically competitive and prosperous societies (World Economic Forum, 
2009).  As stated in The Protection Journal of Human Rights and Civil Society in 
2009, according to Chamlou (2007), in the Muslim countries: 
 Women-owned firms are much more concentrated in sectors that are 
export-centred. This reminds the potential for policies to create more export-
oriented networks; 
 Women-owned firms are more involved in new industries and sectors with 
higher margins and higher productivity. For this reason, these businesses 
can attract foreign direct investment; 
 The proportion of managers in female–owned firms tends to have higher 
level of education than in male-owned firms. Potentially, women can make a 
better use of the talent pool; 
 More women-owned firms have websites compared with firms owned by 
men; 
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 The employment pattern in female-owned firms tend to be split equally 
between male and females, thus showing that female firms are not adverse 
to hiring and working with female employees. 
 
Muslim women have played a significant role in the society from the beginning of 
Islam.  The next section will portray some Muslim women in the past and present 
who have been played an active role in many societies: 
 
Khadijah bint Khuwaylid 
Khadijah the wife of the Prophet Muhammad (SAW) was well known in her 
community for her success in the field of trade (www.wisemuslimwomen.org, 23 
August 2012).  Khadijah has been a role model for all Muslim women 
(www.wisemuslimwomen.org, 23 August 2012). 
 
Nur Jahan  
 
Empress Nur Jahan designed the Moghul gardens of Kashmir and Agra using a 
Persian-inspired garden layout with flowing streams and disciplined geometry.  She 
oversaw the construction of her father‟s mausoleum in Agra, where she 
popularised a marble technique that that was used pervasively in the design of the 
Taj Mahal (www.wisemuslimwomen.org, 19 September 2012). 
 
Sabeeha Rehman  
 
Sabeeha Rehman is a founding member and immediate Past President of the 
National Autism Association New York Metro chapter. As a professional, Sabeeha 
has had a 25-year career as a hospital administrator in New York, New Jersey and 
Saudi Arabia. She received her Master‟s degree in Health Services Administration 
from The New School for Social Research in New York.  She is a Fellow in the 
American College of Healthcare Executives (www.wisemuslimwomen.org, 19 
September 2012). 
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Rumana Goolam Mohamed  
 
A part-time lecturer and legal practitioner by profession, Rumana Goolam 
Mahomed holds degrees in B.Soc.Sc. and an LLB from the University Of KwaZulu-
Natal (UKZN) in Durban, South Africa.  Ms Mahomed is the Deputy Chairperson of 
the Coalition of Muslim Women (CMW), an organisation that addresses issues 
pertinent to women (www.wisemuslimwomen.org, 19 September 2012). 
 
Therefore, women were not confined to their homes but, on the contrary, "women 
scholars enjoyed considerable public authority in society, not as the exception, but 
as the norm" (Al-Hassani, 2010).  There are many Muslim women forums and 
organisations which have made their mark in the world today  All over the world in 
countries like Canada, United Kingdom, United States, Australia and South Africa 
there are many organisations which focus on Muslim women, their rights and how 
they can play a role in the economy.   
 
Below is a list of a few of these Muslim women organisations: 
 
 The MENA Businesswomen’s Network 
The MENA Businesswomen‟s Network is a partnership of local 
businesswomen‟s organisations across the Middle East and North Africa, 
(US) Vital Voices Global Partnership, and the Middle East Partnership 
Initiative (MEPI) of the U.S. Department of State.  The goal of the 
partnership is to build a regional network of businesswomen to increase the 
number of women participating in businesses, to increase the value of their 
businesses, to advance the role of women in society, and to promote a 
regional culture of women‟s entrepreneurship. The Network was launched in 
2006. The Network is comprised of “Network Hubs,” which are 
businesswomen‟s organisations across the MENA Region 
(www.menabwm.org). 
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 The Women’s Islamic Initiative in Spirituality and Equality (WISE) is a 
global program, social network and grassroots social justice movement led 
by Muslim women. WISE is empowering Muslim women to fully participate 
in their communities and nations and amplifying their collective voices. 
Muslim women have enjoyed a rich legacy of excellence in their roles as 
leaders, professionals, caregivers and activists, and Islamic history is an 
impressive record of their remarkable contributions as teachers and 
scholars of sacred text and law. WISE represents an authoritative Muslim 
women‟s movement to reclaim this legacy (www.wisemuslimwomen.org). 
 
 Canadian Council of Muslim Women.  Founded in 1982, CCMW is a 
national organisation with chapters across the country. The national board 
works to further CCMW's vision and objectives countrywide, while local 
chapters are active in their communities.  CCMW believes that Muslim 
women must develop their Muslim identity while being a part of and making 
a positive contribution to Canadian society and that they must provide 
positive role models for Muslim youth (www.ccmw.com). 
 
 Muslim Women’s Network – Port Elizabeth.  Founded in 2000, the 
Muslim Women‟s Network aims to provide a platform of networking for all 
Muslim women in the Port Elizabeth area.  
 
 The South African Council for Muslim Women – in September 2012 at 
the “Muslimah Today” conference held in Durban.  Lubna Nadvi said: “Our 
goal as women hailing from different ideological, racial and cultural 
backgrounds are to be a collective voice for South African Muslim women 
on all relevant issues,” she said. “We aim to strive towards inclusivity of 
participation by South African Muslim women from all walks of life, and to 
provide a platform for the discussion of all matters relating to the Islamic 
faith as they pertain to both the local and global context” 
(www.ciibroadcasting.com, 28 September 2012). 
 
 
29 
 
Muslim women are networking within women‟s groups and using social media to 
enrich and empower themselves. 
“As Muslim women, we have been liberated from this silent bondage. We don‟t 
need society‟s standard of beauty or fashion, to define our worth. We don‟t need to 
become just like men to be honoured, and we don‟t need to wait for a prince to 
save or complete us.  Our worth, our honour, our salvation and our completion lies 
not in the slave.  But, in the Lord of the slave”  (www.yasminmogahed.com, 20 July 
2012). 
According to Meehan and Taylor in a special report volume 6, issue 3: Secrets of 
Business Success (www.azizahmagazine.com, 20 July 2012), the five top business 
secrets for Muslim women to be successful are: 
 Don‟t take anything for granted, be grateful to Allah for everything you 
have; 
 Set a high standard and provide clients and customers with the best 
quality; 
 Stay positive in the face of challenges, believe and remember there is 
relief after each difficulty; 
 Be aware of excess and keep your equilibrium with faith, family, work 
and money; 
 Make a strategic plan to reach your goals and have a Plan B as a 
backup. 
 
2.4.6. Muslim women in family businesses 
 
The role of Muslim women in family businesses 
 
In researching the role of Muslim women in family businesses, not enough 
literature was readily available therefore an overview of the status of Muslim 
women and their role in society will be addressed.  However the foundation of the 
role of Muslim women in family businesses is established in their position in Islam. 
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A Muslim woman is expected by many societies and countries to be the main 
parent in taking care of and raising the children.  Not only is it an expected norm is 
Islam but is also mentioned in the Holy Qur‟an: 
 
"We have enjoined on man kindness to his parents: in pain did his mother bear him 
and in pain did she give him birth. The carrying of the (child) to his weaning is (a 
period of) thirty months. At length, when he reaches the age of full strength and 
attains forty years, he says, O my Lord! Grant me that I may be grateful for thy 
favour which thou has bestowed upon me, and upon both my parents and that I 
may work righteousness such as Thou mayest approve; and be gracious to me in 
my issue. Truly have I turned to Thee and truly do I bow (to Thee) in Islam" (Holy 
Qur‟an Chapter 46, Verse 15) (Yusuf Ali, 1993). 
 
Furthermore the status of Muslim women as explained by Prophet Muhammad 
(SAW) in a hadith has said: "Each of you is a shepherd and each of you is 
responsible for his flock. The leader is a shepherd and is responsible for his flock; 
a man is the shepherd of his family and is responsible for his flock; a woman is the 
shepherd in the house of her husband and is responsible for her flock; a servant is 
the shepherd of his master's wealth and is responsible for it. Each of you is a 
shepherd and is responsible for his flock".  In another hadith the Prophet 
Muhammad (SAW) has said: “Jannat (Paradise) lies under the feet of the mother.” 
 
Women‟s participation in business may be influenced by religion and family 
tradition (Basu and Altinay, 2002).  Based on the preceding literature, Muslim 
women and their participation in family business originate from their status in Islam.  
Islam reveres the biological function of mothering as a distinction between men 
and women, but does not define this as the psychological and social limitation for 
women (Aquil, 2011).  Nurturing and peacekeeping roles present examples of what 
is considered normal behaviour for family business women (Cole, 1997).   
 
Women, from the Islamic point of view, are considered equal to men in legal, 
political, economic and social life (Zakaria, 2001).  The status of women has been 
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evolving over time and women are beginning to expand into more self-sustaining 
roles in the workplace (Aquil, 2011).  Most recently, Forbes magazine reports in its 
women section that despite the barriers Muslim women face in business world, ten 
Muslim women business executives from Middle East made Most Powerful out of 
100 in the World Ranking in year 2008 (Sadi and Al-Ghazali, 2009). 
 
In summary, Muslim women and their role in family businesses is an attribute of 
their importance in Islam.  With all aspects of Muslim businesses and the role of 
the Muslim women in their participation is determined from the hadith of Prophet 
Muhammad (SAW) and the revelations in the Holy Qur‟an. 
 
2.4.7 Challenges of Muslim women in business 
 
Barriers for Muslim women‟s workforce participation include lack of self-esteem 
and confidence, school based discrimination in workforce preparation, dress 
(especially in industries) and for some Muslim women, the fact that the work place 
culture includes widespread use of alcohol in work related social activities in some 
industries (Mc Cue, 2008).  However, Muslim women most important attribute is 
the safeguarding of their modesty and this can pose a great dilemma of their role in 
the economy. 
 
As undertaking jobs outside the home has become common and necessary for 
many women, conservatives have asserted that Islam mandates that women 
should not work outside the home, that they should not be allowed in jobs where 
they will have contact with men and that they should only take jobs dealing with 
women and children (The Protection Project, 2010).   
 
In a booklet compiled by the Department of Communities and Local Government of 
Britain 2008, it was highlighted that almost two thirds of Muslim women were 
economically inactive.  Many government initiatives were in place to break down 
the barriers in employment as well as women‟s groups who worked within their 
communities to break down these barriers.  The research booklet then focused on 
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various case studies of organisations‟ and women‟s‟ groups which were not only 
involved in empowering the Muslim women to be economically active in society but 
also in empowering them to actively participate in arts, cultures, sport and various 
other fundamental roles in uplifting there status within society.  Through 
organisations and government commitment empowerment initiatives will result in 
greater economic activity of Muslim women. 
 
Succession 
 
In order to clarify whether cultural issues impact decisions in family business 
succession, more international studies are needed that sample family businesses 
across cultures to examine what role larger societal issues play in leader 
succession (Vera and Dean, 2005).  The business is expected to be passed on to 
succeeding generations of the family, sometimes through marriage, this leads to 
sibling partnerships and eventually family syndicates where the descendants of the 
original founder own or control or participate in and/or benefit from the business 
(Adams, 2009). 
 
The succession planning of a Muslim family business as in all aspects of a 
Muslim‟s life is characterised from the religious beliefs derived from the Qur‟an and 
the Sunnah.  Muslims in Arab societies believe that Islam gives guidance to all 
aspects of life including the law of succession so that each eligible person gets the 
due share (Pallium, Kader and Chiemeke, 2011).  As stated in the Qur‟an: “to the 
male, a portion equal to that of two females" (Holy Qur‟an Chapter 4, Verse 11) 
(Yusuf Ali, 1993).  According to the preceding verse, men inherit two times more 
the shares of that of women.  The justification for this is normally presented in 
terms of men‟s obligations to support women within and outside marriage (Al-
Faruqi, 1988).   However, Muslim women have the right to ownership and can 
therefore be the owner of family businesses.  Another manner in which Muslim 
women could progress to succession in family businesses is through Waqf.  Waqf 
under Islamic law is classified in two categories, which are waqf for children and 
the family (waqf al-ahli) and charitable waqf (waqf al-khayri) (Sahbeq, 1998).  The 
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Muslim women can be afforded a further third of an estate which can be given as a 
waqf to her to enable her to become the successor of the family business.  Muslim 
women can also attain ownership of the business through normal succession 
planning during the lifetime of her parents.  The study to follow will explore this 
aspect of the family business in more detail to determine whether Muslim women 
are entitled to acquire family businesses through succession. 
 
2.5  SUMMARY 
 
The chapter concludes in summarising the research found in the literature review: 
 Family business is a complex business not only for Muslim women; 
 Conflict and reasons for joining the family business is similar for a 
Muslim women as it is for a non-Muslim women; 
 Succession planning is a great challenge in family businesses.  Early 
planning and developing a possible successor is an opportunity that if 
not identified soon enough can result in discontinuity of the family 
business; 
 Muslim women are becoming more entrepreneurial and women groups 
support Muslim women economically and socially; 
 Further research potential exists in exploring the Muslim women‟s 
participation in the economy of South Africa. 
In this chapter an overview of the family business definition and its characteristics 
was discussed.  Furthermore, literature reviews of women in family businesses, the 
reasons for joining and challenges they faced while participating in the family 
businesses were covered.  Thereafter, research around the history of Muslim 
women, their values, beliefs and rights in Islam and the role of Muslim women in 
family businesses was highlighted. 
Chapter 3 will address the research design, determining the sample size, selecting 
the sample of Muslim women who will be interviewed, approach in obtaining the 
data, data analysis and research limitations.  
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CHAPTER 3 – RESEARCH DESIGN AND METHODOLOGY 
 
3.1 INTRODUCTION 
 
This chapter discusses the research methodology: selecting the sample, designing 
the questionnaire, the interview process, data collection and data analysis to 
determine the findings focussed at addressing the research problem.  As described 
by Billson (2011), research methodology has two primary functions: 
 To control and dictate the acquisition of data; 
 To correlate the data after its acquisition and extracting meaning from it. 
 
The key focus areas which have been identified following the literature review are:  
 How Islam affects the role of Muslim women in family businesses; 
 What are the common conflicts faced by the Muslim women in the family 
businesses; 
 How Islam affects the succession planning of the Muslim women in the 
family business. 
 
Agupusi (2007) summarises the definition of small to medium (SME) size 
businesses as derived from the1996 National Small Business Act as; the number 
of employees, annual turnover and gross assets of the business.   
 
There are a number of small to medium sized Muslim family businesses operating 
in various economic sectors in the Nelson Mandela Bay Metropolitan area which 
form part of this research.  These businesses will be approached to determine the 
participation of Muslim women in family businesses.  An interview with ten 
participants will be conducted where the questionnaire which has been designed 
with the aim of addressing the research problem will be administered.  
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Most of the research in family businesses is of a qualitative nature, where 
exploratory questions are posed with the view of gaining a better understanding of 
the research problem.  Qualitative methods are also effective in identifying 
intangible factors, such as social norms, socioeconomic status, gender roles, 
ethnicity and religion, whose role in the research issue may not be readily apparent 
(www.fhi.org. accessed 13 July 2012). 
 
3.2 RESEARCH DESIGN 
 
The qualitative research method as cited by Tarawinga (2011) is designed to 
provide the researcher with the perspective of the target audience members 
through immersion in a culture or situation and direct interaction with the people 
under study. 
 
According to Wortman (1994), family business research is dominated by anecdotal 
and descriptive studies.  As stated by Zikmund (2003), descriptive research seeks 
to determine the answers to who, what, when, where and how questions.  
 
According to Daft (1983), the continual questioning of the data is what leads to the 
discovery of real knowledge.  Qualitative methods are typically more flexible – that 
is, they allow greater spontaneity and adaptation of the interaction between the 
researcher and the study participant (www.fhi360.org, accessed 13 July 2012). 
 
The researcher will use a qualitative research method as a means to analyse and 
interrogate the research problem.  The strength of qualitative research is its ability 
to provide complex textual descriptions of how people experience a given research 
issue (www.fhi360.org, accessed 13 July 2012).  
 
The study is descriptive in nature to gain an understanding of Muslim women and 
their role in the family businesses.  The main aim of descriptive research is to 
provide an accurate and valid representation of (encapsulate) the factors or 
variables that pertain / are relevant to the research question (van Wyk, n.d.). 
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As a female from the same religious background, the researcher will make direct 
contact with the targeted participants and perform in-depth interviews to 
understand the role of Muslim women in family businesses.  The standardised 
open-ended interview is extremely structured in terms of the wording of the 
questions (Turner III, 2010).   
 
3.3 SAMPLING METHOD AND SIZE OF THE SAMPLE 
 
This can involve a framework of the variables that might influence an individual‟s 
contribution and will be based on the researcher‟s practical knowledge of the 
research area, available literature and evidence from the study itself (Marshall, 
1996).  As defined by Maxwell (1997, p 87), purposive sampling is a type of 
sampling in which, “particular settings, persons, or events are deliberately selected 
for the important information they can provide that cannot be gotten as well from 
other choices”.  Purposive sample sizes are often determined on the basis of 
theoretical saturation (the point in data collection when new data no longer bring 
additional insights to the research questions) (www.fhi.org. accessed 21 July 
2012). 
 
According to Teddlie and Yu (2007) there are four broad categories of purposive 
sampling techniques each of which encompass several specific types of strategies 
which are highlighted below: 
 Sampling to achieve representativeness or comparability – these techniques 
are used when the researcher wants to (a) select a purposive sample that 
represents a broader group of cases as closely as possible or (b) set up 
comparisons among different types of cases; 
 Sampling special or unique cases – employed when the individual cases 
itself, or a specific group of cases, is a major focus of the investigation 
(rather than an issue); 
 Sequential sampling – uses the gradual selection principle of sampling when 
(a) the goal of the research project is the generation of theory (or broadly 
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defined themes) or (b) the sample evolves of its own accord as data are 
collected. Gradual selection may be defined as the sequential selection of 
units or cases based on their relevance to the research questions, not their 
representativeness; 
 Sampling using multiple purposive techniques – involved the use of multiple 
qualitative techniques in the same study. 
 
3.3.1 Multiple Purposive Sampling Technique 
Sampling using combinations of purposiveness techniques involves using two or 
more of the sampling strategies when selecting units or cases for a research study 
(Teddlie and Yu, 2007). 
Purposive sampling can be used as a research strategy when one wants to learn 
something and come to understand something about certain select cases, without 
the need to generalise to all such cases (Cole, 1997).  The purposive sampling 
technique is a type of non-probability sampling that is most effective when one 
needs to study a certain cultural domain with knowledgeable experts within 
(Tongco, 2007).  
Based on the researchers own historical and religious background and to gain an 
adequate sample, a multiple purposive sampling technique was used.  At first the 
purposive sampling method was used centred on the researchers own network of 
family and friends within the Muslim community of Port Elizabeth.  Choosing a 
purposive sample is fundamental to the quality of the data gathered; thus, reliability 
and competence of the informant must be ensured (Tongco, 2007).  
Following some of the interviews, snowball sampling was used to gain further 
participants who are also Muslim women in family businesses to increase the 
sample of the research.  Snowball sampling also includes relying on previously 
identified group members to identify others who may share the same 
characteristics as the group already in place (Henry, 1990).  In this method, 
participants or informants with whom contact has already been made use their 
social networks to refer the researcher to other people who could potentially 
participate in or contribute to the study (www.fhi.org. accessed 21 July 2012). 
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3.3.2 Selecting the Sample 
There is not an adequate database easily available where the researcher was able 
to obtain a list of family businesses in Port Elizabeth where the Muslim women 
actively participate.   
A local Muslim newspaper called Islam (The Way of Life) and a local Muslim 
business directory, the Muslim Pages was consulted by the researcher in an effort 
to obtain a list of local Muslim family businesses.   The following set of criteria were 
used by the researcher to select the specific Muslim family businesses: 
 Small to medium sized Muslim family businesses;  
 Varied type of Muslim family businesses (not only retail); 
 Different size of the Muslim family business based on the number of years in 
which the business is operating; 
 Select a business where there are husband and wife partnerships, father 
and daughter partnerships and brother and sister partnerships; 
 A family business which has succeeded to another generation. 
 
3.3.3 Sample Size 
A sample of ten Muslim women who participate in family businesses were 
selected.  The sample selection consisted of a diverse range of Muslim women 
from Port Elizabeth.  The diversity of their participation existed in the fact that they 
were either playing the role of mother, wife and partner or sister and partner or 
daughter within the family businesses.   The sample varied also in women from 
different age groups forming part of the sample size which brought another 
dynamic to the data analysis of the research. 
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3.3.4 Design of the questionnaire 
A questionnaire comprising forty questions was developed by the researcher.  The 
questionnaire consisted of four sections to enable the data to be further 
interrogated in solving the research problem.   
 
The first part of the questionnaire consisted of the various biographical information 
consisting of age, gender, marital status, level of education, number of children, 
experience in family businesses, etc.  The second part of the questionnaire 
consisted of the strategic questions which would determine the reason why Muslim 
women participate in the family businesses and how their Islamic values and 
beliefs  play a part in their role in the family business.  The third part of the 
questionnaire consists of the conflict Muslim women are presented with while they 
participates in family businesses.  The conflict they face with their business 
partners or family members as well as conflict with non-family members.  The last 
part of the questionnaire deals with how Muslim women are affected by succession 
planning in family businesses.   
 
Succession planning is a subject not well managed in family businesses in general 
and the questionnaire discusses how Muslim women and their religious beliefs 
could possibly further impede succession in family businesses. 
 
3.3.5 Interview process 
Standard open-ended interviews are likely the most popular form of interviewing 
utilised in research studies because of the nature of the open-ended questions, 
allowing the participants to fully express their viewpoints and expectations (Turner 
III, 2010). 
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The researcher used the methodology below during the interview process and it 
posed advantages in gathering sufficient data for analysis in resolving the research 
problem identified.   
 
The interview guide below based on the literature of Creswell (2008) assisted 
greatly in understanding the role of Muslim women in family businesses: 
 Identify the interviewee; 
 Determine the type of interview you will use (e.g. Focus groups, one-on-
one); 
 Obtain consent from the interviewee to participate in the study; 
 Locate a quiet, suitable place for conducting the interview; 
 During the interview, audiotape the questions and responses; 
 During the interview, have an interview plan using your interview protocol, 
but be flexible; 
 Use probes to follow up on areas of interest.  Include possible probes in 
your interview protocol; 
 Be courteous and professional when the interview is over. 
 
Furthermore, the eight principles used by McNamara (2009) will also be used to 
prepare for the interviews: 
 Choose a setting with little distractions; 
 Explain the purpose of the interview; 
 Address the terms of confidentiality; 
 Explain the format of the interview; 
 Indicate how long the interview usually takes; 
 Tell them how to get in touch with you later if they want; 
 Ask them if they have any questions before you both get started with the 
interview and; 
 Don‟t count on your memory to recall their answers. 
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According to (www.fhi.org. accessed 21 July 2012), the advantage of qualitative 
methods is that they allow the researcher the flexibility to probe initial participant 
responses – that is, to ask why or how.  The use of probes was essential in 
extracting information from some of the participants who were reluctant to share 
information.  Explanatory probes around confidentiality of the research had to be 
re-iterated to give assurance to the Muslim women that their personal information 
will not be shared without their consent.  
 
The initial part of the interview was done by contacting the participants 
telephonically and conducting initial preliminary interviews to determine if the 
Muslim women were interested in being interviewed.  During this time, the 
researcher was able to determine if the participant was actively involved in the 
family business.   
 
Once the researcher made the appointment with the Muslim women who were 
willing participants, one-on-one interview sessions were setup at the business or 
private resident of the participant.  The use of personal interviews allows for a level 
of trust to develop as well as achieving the depth of information required in this 
kind of study (Cullen, 2007).  Prior to each appointment, the researcher contacted 
the participants telephonically again to confirm if the participant was still available 
for an interview.  During the interview the researcher would try to ask further 
probing questions in an effort to extract unique responses from the Muslim women.   
 
The questionnaire was designed to make the Muslim women reflect on their past 
and current successes where they might not have been aware of them before.  The 
focus of the research was to determine the role of Muslim women in family 
businesses which was explained to the participants.  The questionnaire in 
Appendix 2 was designed with the purpose of receiving open-ended and varied 
feedback from the Muslim women to gain an understanding of their role within the 
family businesses. 
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3.4 DATA COLLECTION 
The data were collected following a structured questionnaire designed by the 
researcher and thereafter the researcher conducted personal interviews with the 
participants of the research study.  Asking open-ended questions will provide the 
researcher with varied and unique answers resulting in understanding and 
determining the roles played by Muslim women in family businesses. 
However, asking open-ended questions and receiving many and varying 
responses from the participants could make the analysis and interpretation of the 
data collected quite challenging.  If one were to identify weaknesses with open-
ended interviewing, they would likely identify the difficulty in coding the data 
(Turner III, et al., 2010, Creswell, 2007).   
 
It is of great importance therefore for the researcher to use a logical and well 
thought out process for conducting these interviews.  By using these principles the 
researcher used the following steps in obtaining the relevant data collection: 
 Identified the participants who will be used in the study based on the 
researchers own background of the Muslim community in Nelson Mandela 
Bay; 
 Identified further participants found in a locally published Muslim business 
directory; 
 Made personal contact via telephone with the participants to arrange 
suitable time for an interview as well as provided information to participants 
relating to the purpose of the research study; 
 Compiled a research questionnaire which framed the research questions 
around the three main research problems identified; 
 The researcher compiled the answers to the questionnaire of all participants 
for analysing the results of the interviews; 
 A consent form was signed at the end of the interview with the participant as 
a confirmation of the interview as well as assurance of the confidentiality of 
the participants. 
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3.5 DATA ANALYSIS 
The questionnaire was designed in such a manner to answer the primary research 
problem.   
The analysis of the data comprised of the following main categories: 
 Analysis of the biographical information; 
 Analysis of the history of the family business; 
 Determining the role played of the Muslim women in family businesses; 
 Discussing the views of the Muslim woman and her religious beliefs and 
how this influences the degree of participation in the family business; 
 Determining if succession planning is addressed in the family business and 
the barriers faced by the Muslim woman in the succession process. 
Some statistical analysis was done on some of the research questions which could 
enable further analysis to gain in-depth understanding of the data collected.   
 
3.6 RESEARCH LIMITATIONS 
The following possible limitations exist in the research: 
 The sample size of the research is small.  Only ten Muslim women from  
small to medium sized family businesses participated in the research; 
 The sample selection were of Muslim women only in Port Elizabeth and is 
therefore not a full representation of all Muslim women in South Africa; 
 The age and level of education of the Muslim women interviewed also vary 
which may result in different outcomes of the questions asked during the 
interview; 
 The study also exposes some bias displayed by the participants who 
regarded some of the questions too sensitive with regard to private matters 
of the family.  The researcher had to therefore ask probing questions and 
had to assure the participants on several occasions that the information 
disclosed will not be shared; 
44 
 
 The research conducted by a Muslim woman could raise the question that 
the findings have remained unbiased.  The questions were designed in such 
a way to remove any bias on behalf of the researcher; 
 It is possible, that if the research was undertaken by a non-Muslim, the 
possibility of varying results could have been presented.  However, the 
researcher conducting this research is also a Muslim woman who has high 
regard for her religious beliefs and which also provided a different 
opportunity in discussing the research objective. 
 
 3.7  CONCLUSION 
This chapter discussed the research methodology, research design, size of the 
sample, questionnaire design and interview procedure.   
 
A selection of ten Muslim women from various economic sectors of family 
businesses operating in Port Elizabeth was interviewed.  During the interviews a 
questionnaire was used as a guide to obtaining sufficient data to address the 
research problem identified.  Research limitations have also been identified which 
could provide an opportunity for further research. 
 
Chapter 4 will analyse the data collected followed by a discussion of some of the 
research questions and concludes by interpreting the findings of the data. 
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CHAPTER 4 – RESEARCH FINDINGS 
 
4.1 INTRODUCTION 
 
The aim of the chapter was to discuss the results of the empirical research 
performed focussed on findings related to the primary research objectives 
identified. 
 
The research problem was to gain an understanding of the role of Muslim women 
in family businesses from Port Elizabeth.  A questionnaire was designed and 
discussed with the participants during an interview session. 
 
The findings based on the data collected during the interviews with the Muslim 
women will be covered in this chapter.  Interviews was conducted with ten Muslim 
women who actively participate in the family businesses. 
 
The data collected were captured on an excel spread sheet and tabulated into 
percentages where possible.  The findings were categorised into five sections as 
listed below: 
1. Section A – Biographical Information; 
2. Section B – Background of the family business; 
3. Section C – Muslim Women and their participation in family businesses; 
4. Section D – Succession of the Muslim Women in the family business; 
5. Section E – Questionnaire discussion. 
 
4.2 SECTION A – BIOGRAPHICAL INFORMATION 
 
The participants as represented in the next table were from varying age groups.  A 
comparison between age and education level can be done.  Table 4.1 represents 
the age of the participants: 
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The data shows that 40 percent of the participants were 45 years and older.  The 
one participant in the 18-25 age-groups was a daughter and father partnership in 
the family business.  Three of the participants were in the age group 35-44 years 
old and one participant over the age of 55. 
 
In table 4.2 represents the level of education of the participants. 
 
 
Six of the participants had matric while only one of the participants had a post 
graduate degree, one participant had an under graduate degree, one participant 
had a diploma and only one participant had below matric.  It was found that age 
and education level is related, where participants who were older than 35 years 
had only a matric level of education with one participant not having obtained 
matric.  It can be interpreted that education level will also determine the role of 
Muslim women in the family business.  As can be seen in section C below, the 
participation of the women in the family business can be related to their level of 
education. 
 
Due to the confidentiality of the biographical information, further analysis of this 
information is not possible.  
Table 4.1 - Age of the Participants
Age of the participants No Percentage
18-25 1 10%
26-34 1 10%
35-44 3 30%
45-54 4 40%
Over 55 1 10%
Table 4.2 - Level of Education
Level of education of Muslim women No Percentage
Below Matric (grade 12) 1 10%
Matric 6 60%
Diploma 1 10%
Under graduate degree 1 10%
Post graduate degree 1 10%
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4.3 SECTION B – BACKGROUND OF THE FAMILY BUSINESS 
 
The next table represents the background of the family business and the business 
sector it operates in. 
 
The following table shows the industry the family business is a part of. 
 
 
The majority of the women interviewed were part of a family business in the retail 
industry represented by 30 percent above.  20 percent of family businesses which 
were part of the study were to be found in Meat supplier and Building, décor and 
maintenance industry.  The remaining businesses which each represented 10 
percent of the research study were found in the Wholesale, Medical and Vehicle 
and spares industry. 
 
The next table represents the age of the business.  The majority of the businesses 
have been operating for more than ten years. 
 
 
As seen above, the majority of the family businesses have existed for between 10 
to 15 years and 20 years and more.  20 percent of the family businesses have 
Table 4.3 - Industry Sector
Type of Industry No Percentage
Retail 3 30%
Wholesale 1 10%
Meat Supplier 2 20%
Building, décor  and maintenance 2 20%
Medical 1 10%
Vehicle and spares 1 10%
Table 4.4 - Age of the business
Age of the business No Percentage
0 -2 years 0 0%
3 - 5 years 1 10%
5-10 years 2 20%
10 - 15 years 3 30%
20 years and more 3 30%
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existed for between 5 to 10 years. The remaining 10 percent of the family 
businesses have existed between 3 to 5 years. 
 
Table 5 below represents the total number of people employed by the family 
business. 
 
 
As shown, 40 percent of the family businesses employed 5 to 10 employees, 30 
percent employed 1 to 5 employees, and 20 percent employed 10 to 15 
employees, while only 10 percent of the family businesses employed 15 to 20 
employees.  As the group of participants were from small and medium size 
businesses in Port Elizabeth, the low number of employees is another 
representation of this business sector. 
 
The next table represents the number of family members employed by the family 
business. 
 
 
As shown above, 60 percent  of the businesses employ 1 to 3 family members, 30 
percent employ 3 to 5 family members and only 1 business employ more than 5 
family members.  The sample of Muslim businesses which formed part of the 
study, the family members include brothers, sisters, fathers, cousins and in laws. 
 
Table 4.5 - Number of employees
Number of employees No Percentage
1-5 3 30%
5-10 4 40%
10-15 2 20%
15-20 1 10%
20 and more 0 0%
Table 4.6 - Number of family members
Number of family memebers No Percentage
1-3 6 60%
3-5 3 30%
5 and more 1 10%
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4.3 SECTION C – MUSLIM WOMEN AND THEIR PARTICIPATION IN FAMILY 
BUSINESSES 
 
The next table represents the role of Muslim women in family businesses.  
 
 
As it appears most of the Muslim women are involved in the financial management 
of the business which is represented by 40 percent above.  A further 10 percent  
are employed in the bookkeeping of the business as well as general administration.  
20 percent of Muslim women are the general managers of the family business 
while only 10 percent are owners or co-owners of the family business. 
 
The table below represents the number of years the Muslim women have been 
employed by the family business. 
 
 
The Muslim women have been involved in the family business for quite a number 
of years where 30 percent of the participants have worked for between 5 to 10 
years and 10 to 15 years respectively in the business.  20 percent of the 
Role in the family business No Percentage
Owner 1 10%
Co-owner 1 10%
General Manager 2 20%
Finance Manager 4 40%
Accountant/Bookkeeper 1 10%
General Administration/Assistant 1 10%
Table 4.7 - Participants Position in the Family Business
Table 4.8 - Number of years in family Business
Number of years working in the family business No Percentage
No of years working in family business
0 -2 years 0 0%
3 - 5 years 2 20%
5-10 years 3 30%
10 - 15 years 3 30%
20 years and more 2 20%
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participants have worked for more the 20 years in the family business and a further 
20 percent had only been working in the family business for between 3 to 5 years. 
 
4.4 SECTION D – SUCCESSION OF MUSLIM WOMEN IN FAMILY 
BUSINESSES 
 
The next table represents the number of generations the family business has been 
in existence for. 
 
 
As shown above 80 percent of the family businesses have only reached one 
generation of its existence.  Only one of the family businesses had been passed 
onto the second generation while another business had been passed onto its 
fourth generation. 
 
Although the family businesses which the women participated in have existed for a 
number of years, it became apparent that succession planning and identifying the 
successor was not discussed formally.  Table 10 below represents this dilemma: 
 
 
As shown above, only one Muslim woman has been identified as a possible 
successor to the family business.  70 percent of the businesses have not identified 
any successor which is an indication of the lack of succession planning. 
 
Table 4.9 - Numer of Generations in family business
Generations in family business No Percentage
1st Generation 8 80%
2nd Generation 1 10%
3rd Generation 0 0%
4th Generation 1 10%
Table 4.10 - Number of potential successors
Potential successors No Percentage
Male 2 20%
Female 1 10%
Not yet identified 7 70%
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4.5 SECTION E – QUESTIONNAIRE DISCUSSION 
 
The next section of the chapter will address the questions, from the questionnaire, 
asked during the interview to the Muslim women.  Selected questions as well as 
the participants verbatim responses will be highlighted. 
 
Question 14 – What was the main reasons you decided to join the family 
business? 
The co-owner of the one of the family businesses said that she joined “as soon as 
she was married”.  She also said that “there were no employment opportunities 
and they decided to open a family business”.  This participant and her husband 
have operated their family business for 34 years in Port Elizabeth. 
 
A brother and sister family business partnership, said that she joined the family 
business; “to support her brother in the business while earning an income and also 
playing a role in the economy”. 
 
A father and daughter family business partnership, said that she joined the 
business; “I was asked by my father to join the business.  As I am the eldest, he 
trusted me to manage the business for him”. 
 
The family business in its fourth generation found that the reason the Muslim 
woman joined was “I was asked by my father-in law to join the business. My 
husband inherited the business and then my father-in law asked me to join the 
business to support my husband in running the business”. 
 
Question 16 – What are the benefits you have achieved by joining the family 
business? 
All of the Muslim women felt that they have benefited tremendously in seeing how 
the business grows on an annual basis.  The one participant said: “I have gained a 
better understanding of how businesses operate.  By not just being connected to a 
business as an employee but as a family member, the emotional investment 
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means that you work harder to achieve the goals of the business.  You are 
personally invested and working closely with your spouse creates another aspect 
of your personal relationship.  However, you must always keep work and home life 
separate so once I am home; I fall into the role of mother and wife of the family”. 
 
Another participant said “flexibility of working for a family business means you are 
able to deal with some family matters during work time”.  
 
One participant said that “Being able to play a role in the economy while servicing 
the community also is an advantage of working in a family business.  As Muslim 
women you are also educating other people on the values and principles of Islam 
which is seen in the way you operate your business”. 
 
Question 20 - Do you believe your culture and beliefs have led to the success 
of the family business? 
All participants fully believed that the practices of Islam helped the business 
succeed.  The day is started with “a morning prayer”, “we close our business 
during midday on a Friday for our weekly Jumuah prayers”, “Islam practices us to 
treat everyone fairly and not to look down on another therefore our employees are 
treated equitably”.  As the family businesses are mostly based in and around the 
local communities, “we have built up integrity in the communities where they trust 
the products we sell to them”.  The one participant also felt that “I am providing a 
service to the community which makes the hard work all worth it in the end.  By 
serving the community we build up a relationship with our customers who 
appreciate that they do not need to take public transport to buy the goods the 
need”. 
 
Question 21 - Does hijab affect your role within the functioning of the family 
business - e.g. dealing with customers or suppliers? 
In general the Muslim women felt that in Port Elizabeth, people from other cultures 
and beliefs are exposed more and more to women in hijab although “there are 
some people who perceive that hijab poses restriction on Muslim women”.   One of 
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the participants said that “Not many of our suppliers understand fully why a Muslim 
woman has to wear a hijab and sometimes underestimate my authority and do not 
value my input in meetings”. 
 
Question 24 – Does Islam prescribe the specific duties of the Muslim women 
which impose restrictions on her role in the family business - e.g.> home life 
and child rearing duties? 
Generally not many of the women found that they were restricted from a religious 
point of view as Islam gives women the rights to participate actively in society.  
Many of the Muslim women found “work and family life is intermingled and the kids 
learn to grow up in the business.”  Another participant had great family support 
from “my parents and parents in law who took care of the children and understood 
the need for me to work in the family business”.  One participant found that 
“although I was the owner of the business I never treated my husband as an 
employee.  I always respected him as my husband first.  As soon as we are home, 
I fell easily back into my role as mother and wife”. 
 
Question 26 - How are you treated by members outside of the family who 
have worked in the family business for many years? 
A participant who is a daughter and father partnership and only having recently 
joined the family business said that “I was challenged by some of the workers who 
would think that I disrespected them as they were older than me.  I had to realise 
as well that I needed to earn their trust as I wanted them to value my position.  
Only after about 6 months, were we able to work better together”. 
 
Question 27 - What are the common conflicts that are experienced in your 
involvement with the family business? 
The participants in a husband and wife partnership had more or less the same 
response to the above question: “When there is a differing opinion on a certain 
situation it often leads to some sort of conflict.  At first this was always a problem 
but now we discuss the situation openly and reach a mutual consensus”.  
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However one of the participants in a daughter and father partnership felt 
“sometimes my opinion doesn‟t count.  My dad still has the final say.  I have some 
control but not all control.  I am able to make decisions on certain matters but not 
on others.  This is very frustrating for me as my dad asked me to join the business 
yet he always questions what I do.  The same thing has happened with my 
brothers where they have always ended up in a huge fight with my dad and my one 
brother has now found another job as he could not work with my dad any longer”. 
 
One other participant said that “conflict shouldn‟t be taken personally. The issue 
must be discussed openly and I communicate freely with my husband.  We then 
make a decision together and find a way to work out the situation.  The way I 
handle conflict has rubbed off on my daughter who is also working with her 
husband in another field.  Communication is so important it doesn‟t matter what 
situation you are in and even though I am the owner of the business this is never 
brought up in a conflict situation where I try to take control and shout out the 
orders.  This may work sometimes but it is better in the end to work out the matter 
calmly and inclusively.” 
 
Question 33 - What advice would you give other Muslim women who wish to 
join the family business? 
While more than half of the participants would recommend Muslim women to join a 
family business as “it brings a family closer and the emotional connection to the 
business makes you committed to see the business succeed”. One participant said 
that “As a Muslim woman, working with my husband who is my Mahram (care-
taker), your Islamic sharia law for intermingling with other men is protected.  All the 
family becomes involved in the business”. 
 
On the other hand some of the Muslim women felt “it is entirely up to the individual 
person if she wanted to join the family business, it takes you about three years 
before you can settle into the business and it is hard work.  The benefit however is 
that you are your own boss and you can learn how to manage and lead people.” 
Another participant said that “it is not easy, you should have a strong stamina and 
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sometimes the lines are blurry especially when you work with your dad.  
Sometimes the work situation leads to the family life but our Islamic beliefs protects 
us from western influences.” 
 
Question 34 – What are the Muslim women’s right to own property? 
 
All the participants agreed that Muslim women can own property and were aware 
of the fact that Islam does not restrict them in their right to own property.   
 
Question 35 – Does Islam impose restrictions on Muslim women in terms of 
their inheritance? 
All participants agreed that Islam does restrict the share of the inheritance that the 
Muslim women can inherit.  “We all value what has been prescribed to us by the 
Qur‟an and do not question the sharia.” The one participant who inherited a 
business from her mother said “I inherited the business from my mother as she is 
still alive.  My siblings were also not interested in taking over the business and 
agreed that I can inherit the business”. 
 
Question 37 - Has a potential successor been discussed or identified for the 
family business? 
A response from one of the participants who was a daughter and father 
relationship in the family business responded by saying:  “This is a difficult subject 
and as my dad has several children and some from another wife, we have avoided 
this topic.  However, in the end the successor will be the one who shows the most 
integrity, passion for the business and works hard would be the most worthy”. 
 
One participant said that “none of her children were interested in the family 
business and the economy is also not suitable to small businesses anymore.  
Consumers prefer shopping at big retailers and not the little supermarket at the 
corner.  However she wouldn‟t like to see the business close down and perhaps 
another member of the family may be interested in buying the business at a later 
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stage”.  Other participants said that “the business is still too young and it has not 
been discussed”. 
 
Question 39 - Have you been involved in the discussion around the possible 
successor to the family business? 
The participants generally were involved in discussion around the successor but no 
clear successor had been identified in the long run.  Definitely a hot topic but yet 
most family businesses tend to shy away from the subject.  Most of the family 
businesses where the Muslim women were not an owner or co-owner, found 
herself not really a part of this decision making responsibility. 
 
Question 40 - Do you believe that it is essential for succession planning to be 
done to ensure that continuing survival of the business? 
All participants agreed that succession planning is important to ensure the 
continuity of the family business.  One participant said that “if her father-in law had 
discussed succession with the rest of his children early on, it could have avoided 
the family conflict they experienced when we initially took over the business.  For 
several months, my husband‟s brothers and sisters did not talk to him.  Until, my 
father in law explained the reason for him choosing my husband as the successor 
did they finally get to grips with the change of who now owns the business.  Our 
families tend to ignore this type of conflict in the community as they don‟t want to 
hurt anyone‟s feelings but it is better to rather discuss succession earlier for a 
better hand over of a business.” 
 
General discussion 
It should be noted that in Table 4.2 and 4.7 the level of education and role of the 
Muslim women in the business was captured.  A comparison can be made where 
those participants who only have a matric education plays the role of bookkeeper 
or general administrator.  It can be determined that the older women were not 
seeking matric education and from the participants background, they have not 
attempted to further educate themselves as they have grown up in family 
businesses and would not want to work anywhere else. 
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4.6 KEY CONTRIBUTIONS OF MUSLIM WOMEN IN FAMILY BUSINESSES 
 
Based on all the interviews which have been done there are a few common 
contributions of Muslim women in family businesses which the researcher would 
like to highlight: 
 She joined the family business to support the family; 
 She is more emotionally committed to the success of the family business; 
 She is able to lighten the burden of her husband, dad or brother who is busy 
with other activities in the business; 
 She is hard working and acts with integrity at all times; 
 She knows when to be assertive and when to be submissive; 
 She remains calm in any situation to further support the family; 
 She is customer focused and builds relationships with the customers; 
 She is more approachable and staff find her easy to talk to; 
 She looks for the positive side of a situation; 
 She feels more valued working in a family business where her Islamic 
values are respected and not questioned; 
 Working together as a family nurturing and caring for the business as they 
do for their children, brings the family closer together; 
 Working in a family business has allowed the Muslim women to be 
empowered as an active part of the economy; 
 The core part of the business is around their Islamic values and Islamic 
practices are evident in all aspects of the business. 
 
For further participation of Muslim women and their role in family businesses it 
should be noted that as more and more enter the family business environment, 
focus should be on further educational empowerment.  The researcher also a 
Muslim woman can confirm that Muslim women in Port Elizabeth are actively 
participating more and more in entrepreneurship where they are running their own 
businesses and doing this well.  The current economic environment in Port 
Elizabeth has found Muslim women taking this opportunity to start a business even 
if small and their hard work and determination is rendering profitable results. 
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4.7  SUMMARY  
 
In summary, the size of the study has limited in determining the role of Muslim 
women in family businesses to some extent. 
 
However it appears that fundamentally Muslim women value their participation in 
the family businesses as it brings the family closer.  Muslim women plays a 
supportive role in family businesses and all the participants hold positions of 
authority which can conclude that they play an integral role in the family business. 
 
Greater challenges appear where the participant is a daughter in a family business 
and father relationship challenge of control and her lack of authority leads to many 
conflict situations.  Furthermore the daughter in a family business is challenged by 
non-family employees who needs to gain there trust before she is able to play a 
more effective role in the family business. 
 
The husband and wife dynamic of the family business seem to have found a sound 
balance where the one supports the other and work harmoniously together.  
Comparatively the brother and sister dynamic seem to also have a stable working 
relationship on the whole. 
 
Muslim women in general are becoming more participative in societies and are no 
longer taking on the role as home maker alone as indicated by the Muslim women 
showcased earlier in the chapter.  Women with higher education are also more 
likely to work outside the home, and to possess business knowledge and skills that 
increase their probability of success (The Protection Project, 2010).  It is important 
for Muslim women to educate themselves in business and pursue formal training 
programs which could affect further growth potential in family businesses 
 
The aim of Chapter 5 is to discuss the conclusion and recommendation based on 
the findings in the research where further research opportunities are also 
proposed.  
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CHAPTER 5– CONCLUSION AND RECOMMENDATION 
 
5.1 INTRODUCTION 
 
Muslim women and their participation in the economy is an under-researched study 
arena.  This research aimed at the role of Muslim women in family businesses 
provided an opportunity to explore this dynamic in research. 
As the researcher is a Muslim woman herself it is hoped that this research would 
provide useful and valuable information to the research field and would deliver 
further research opportunities.  The main research problem identified is: 
 The role of Muslim women in family businesses. 
 
The findings highlighted in the preceding chapter has shown that challenges and 
opportunities exist for all women in family businesses and are not unique to the 
Muslim women.  Although society at large may regard their religion as restricting 
them from actively participating in society, the South African economy which 
promotes freedom of religion supports Muslim women from being able to openly 
practice their fundamental beliefs of Islam. 
The researcher has been able to gather sufficient feedback from the participants 
which have been discussed in Chapter 4 to determine a resolve to the research 
objectives which is highlighted next. 
 
5.2 RESEARCH OBJECTIVES 
The main research problem was to determine the role of Muslim women in family 
businesses.  The aim of the study was to address certain objectives in an effort to 
answer the primary research problem. 
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The researcher addressed the problem by identifying the underlying primary 
research objectives which have been presented below: 
 To determine the role of Muslim women in family businesses; 
 To understand what challenges Muslim women face in family businesses; 
 To determine if succession planning is addressed in Muslim family 
businesses and if Muslim women can be the chosen successor of these 
businesses. 
 
Chapter 2 was an overview of the literature relating to family businesses.  The 
chapter discussed the family business definitions, women in family businesses and 
detailed discussion specific to Muslim women and their role in family businesses. 
 
Chapter 3 addressed the research design and methodology which was used in the 
study.  The research design led to the following steps taken during the research: 
 Identification of Muslim women in the Port Elizabeth region found in a local 
Muslim newspaper to determine if they would be interested in being a part of 
the research;  
 Developing a questionnaire which would be able to collect enough data to 
determine the findings directed at research objective identified; 
 Contacting the Muslim women telephonically at the beginning to see if they 
would be interested in participating in this research; 
 Determine the interview procedure taken during the research to deliver 
sufficient data in addressing the research problem; 
 Ask probing questions where applicable to further substantiate the findings 
of the research; 
 Capture the details of the interview by constructing records during the 
interview session; 
 Providing reassurance to the participants that their personal information will 
be kept confidential; 
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 Creating an analysis tool which can be used with some of the data provided 
by the participants; 
 Interpretation of the findings to gain the understanding of the role of Muslim 
women in family businesses who formed a part of this research treatise; 
 Determine future research opportunities which exist in this field of research. 
 
5.3 ANALYSIS OF THE FINDINGS 
In Chapter 4, the research was analysed. The most important findings are 
highlighted below: 
 
5.3.1 Muslim Women and their participation in family businesses 
Although most of the women were actively involved in the management of the 
business, some of the lines were still blurry.  No formal coaching or mentoring of 
the participants had taken place.  A majority of the participants on the job training 
was the ground for their role in the family businesses.  One participant was asked 
by her father in law to join the family business.  She however has a formal tertiary 
qualification which led to the transition being much easier.  However, mentoring 
future leaders is important.  Women in the family business should be viewed as a 
valuable asset who can bring new and innovative thinking in the business (Kothari 
and Tobwala, n.d). 
 
The family businesses interviewed did not formally train the women in the family 
business but as the Muslim women were exposed to the business so they had to 
learn the business.  Aquil (2011) found that the status of women has been evolving 
over time, and women are beginning to expand into more self-sustaining roles in 
the workplace.  
The findings also showed that most of the participants were involved in the 
financial side of the business.  The Muslim women were quite comfortable in the 
current role that they held in the family business and felt that work and personal life 
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was well balanced.  Freedom to balance work life was also a determining reason 
many women joined the family business in the first place.  Dhiman and Kaur (2011) 
concludes that women are inseparable and valuable part of family and same is the 
case with family business, such that women have full right to be included in family 
business. 
 
5.3.2 Succession planning for Muslim women in family businesses 
It appears that in most family businesses the subject of succession is not easily 
discussed.  One participant did not succeed to the business but supported her 
husband who inherited the business from his dad.  Many of the participants felt it 
was too early to discuss the subject of succession.   
 
Where a daughter and father relationship exists, succession brings about 
additional conflict where the father does not want to discuss the situation.  As 
found in Dumas (1990), in family firms, the preference for sons rather than 
daughters to succeed often means that provisions for daughters to become 
successors is neglected.  Increasing the interest of daughters in succession in the 
family business would increase the family business‟ leadership resource pool, 
thereby delivering potentially value to the daughter heir and the firm (Teresa, Indra 
and de Brun, 2008). 
 
Succession for Muslim women is further constrained by their Islamic beliefs which 
pose some restriction to their succession in family businesses.   
 
5.3.3 Conflict in the family business 
Women and conflict in the family businesses are not unique to Muslim women.  
The participants who faced the greatest conflict however were the ones who had a 
father and daughter partnership in the family business.  The daughters‟ were 
challenged greater by their fathers in decision making and authority situations.  
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Although they were given leeway to manage and run the business the ultimate 
decision with regard to business matters was made by the father. 
 
A positive change is apparent in that according to Barrett (2010), this situation is 
changing slowly with some studies reporting leaders of family firms being prepared 
at least routinely to consider daughters as possible successors to leadership of the 
family firm. 
 
5.3.4 Age and Level of Education of the Muslim participants 
It was found that Muslim women who have worked longer in the family business 
have more experience in dealing with staff and management of the business.  
Although the younger participants may have a better level of education, it did not 
mean that they could manage the business better. 
The one daughter and father dynamic found that she had to earn the trust of her 
employees and only after about three years was well adjusted to be more effective 
in running the business.  The leadership in family firms is something which is 
gained over time.   
 
The question is does formal or informal learning add more value to the family 
business.  According to Barrett (2009), the lesson for family business women 
themselves is that they need to know where the „front door‟ to leadership is located 
– the formal skills that serve as indicators of competence – and whether less 
formal skills might be substituted for it.  The researcher would suggest that it is a 
mixture of both formal and informal education which delivers the best result.  
 
5.3.5 Hijab and working with customers and suppliers 
The participants did not believe that the wearing of their hijab restricted the way 
they were perceived by suppliers and customers.  One participant did have a 
situation during a business meeting where a supplier did not take her seriously and 
questioned her authority. The hijab and reasons for women wearing the hijab is 
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under constant question.  A recent study done by Woldesemait (2012) proves that 
Islam can create a new space in modernisation that is neither Western or 
traditional, but something new, just like this styles, something that meets the 
requirements of modernisation as well as the requirements of culture, traditions, 
and religion. 
 
5.3.6 Islam and the role it plays in the way the business is managed 
All the participants agreed that the fundamental teaching of Islam were entrenched 
in the culture of the family business.  The participants believed that by practicing 
their religion they have educated other people in society about the religion, its 
values and its ethics. 
The basis of these values found in the Qur‟an, the Sunnah and the Shariah which 
is the foundation for all economic practices in Islam.  As stated in Palliam, Cader 
and Chiemeke (2011), Islamic values have implications both for individual and 
collective economic behaviour.  
 
The Muslim women believed that their role in the family business also shows the 
community that they are not oppressed and have rights like any other women in 
business and in the economy.  Various Muslim women networks and websites are 
available where the Muslim women can now educate herself with regards to her 
rights in Islam.  One such website is: www.wisemuslimwomen.org whose mission 
is: 
 To build a cohesive, global movement of Muslim women that will reclaim 
women‟s rights in Islam, enabling them to make dignified choices and fully 
participate in creating just and flourishing societies. 
 
5.4  RECOMMENDATIONS 
The next part of the chapter will look at the findings highlighted above and what 
actions to take resolve the primary objective of the research.   The findings below 
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created an opportunity for future research which could have only been uncovered 
during this research of the role of Muslim women in family businesses. 
 
5.4.1 Muslim women leading family businesses 
Women leading family businesses should be encouraged as entrepreneurship is 
not a restricted subject only for men.  Family businesses should be the base for  
coaching the future business leaders. 
A good place to start is as cited by Moores (2009), the four phases of learning 
family business of Moores and Barrett (2002): 
Phase 1 “learn business”; 
Phase 2 “learn our business”; 
Phase 3 “learning to lead our business”; 
Phase 4  “leaders plan for and lead succession”. 
The Muslim woman must empower herself further by learning the formal side of 
business.  By following the four phases of learning above, it will assist her in further 
empowering and leading the family business. 
 
5.4.2 Succession planning for Muslim women in family businesses 
This research was done in Port Elizabeth by interviewing ten Muslim women.  
South Africa is a society where religious freedom is supported and access to 
information is freely available.  Although Islam restricts the succession of Muslim 
women in the family businesses to some extent in terms of their inheritance, they 
may be allowed to succeed to the family business during the lifetime of their 
parents.  The one participant was able to do so when her mother succeeded the 
business to her and by agreement with her siblings; she was able to inherit the 
family business.   
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Successful family businesses start early in developing future successors for future 
roles within the family (Afghan and Wiqar, 2007).  Yet the participants said that 
succession was not a subject easily discussed, it is recommended that family 
businesses look into developing future successors sooner rather than later to 
ensure the continuity of the family business.  Increasing the interest of daughters in 
succession in the family business would increase the family business‟ leadership 
resource pool, thereby delivering potentially value to the daughter heir and the firm 
(Teresa, Indra and De Brun, 2008). 
 
5.4.3 Resolving of Conflict in the family business 
Although not intended in the study, the greatest conflict experienced by Muslim 
women in family businesses was that of the daughter and father relationship.  
Further research into the daughter in the family business should be explored.  
According to Dumas (1992), when daughters enter the business in a succession 
process, shifts in identities and roles creates tension, but over time the daughters 
learn to work with their fathers in a collaborative way. The daughters should be 
coached as the future successors of the family business as they have shown great 
entrepreneurial interest.   
 
Teresa, Indra and De Brun (2008) say that education and training programs for 
daughters, their families and interested stakeholders can be considered as 
practical avenues to improve the gender related perception and experience in 
working in family firms. 
 
5.4.4 Muslim women and their hijab 
A contentious topic always showcased in media as a way of stereotyping the 
Muslim women.  The only way to breakdown this stereotype is through education.  
Although most of the participants did not encounter any difficulty when wearing the 
hijab, the Muslim community in Port Elizabeth is quite small and women are 
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exposed to other communities more regularly resulting in them being questioned 
about their hijab.  It is important for Muslim women to clearly communicate why 
they wear the hijab.  The Muslim women in South Africa is at an advantage where 
they are allowed to openly wear their hijab and information regarding the 
importance of the hijab is more freely available.  
 
Hassem (2008) found that although South African women enjoy relatively more 
freedom from their counterparts in other areas of the world, there are still 
commonalities between Muslim women.  The Muslim women are more vocal on 
social media platforms in an effort to educate society breaking down the barriers 
previously there.  According to Hassem (2008), in addition to an increase in 
employment and education, South African Muslim women are also becoming 
involved in professions that might have previously been described as 
“unconventional” for women. 
 
5.4.5 Future Research 
There are opportunities for further research in the role of Muslim women in family 
businesses which have been identified by the researcher.  If these proposals for 
future research is attempted it will further highlight the significant role of the Muslim 
women in family businesses as well as in the economy.  Future research is 
proposed in the following: 
 A greater sample size or focus group sessions should be held with Muslim 
women in family businesses from around South Africa; 
 The Muslim community of Port Elizabeth may be small in comparison to 
places like Johannesburg or Cape Town.  A South African research 
proposition of the role of the Muslim women in business is recommended; 
 Another research proposition exists in the participation of the role of Muslim 
daughters in family businesses; 
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 Finally the research of participation of Muslim women groups in empowering 
and educating Muslim women in businesses in the South African economy 
is also recommended. 
 
5.5 VALUE OF THIS RESEARCH 
This study granted an opportunity to understand the role of Muslim women in 
family businesses.  It also was able to highlight the active participation and success 
stories of the Muslim women in the economy from around the world.   
 
The literature review endeavoured to give some background of the religious beliefs 
of Muslim women and how this impacts their role in family businesses.  Further 
research opportunity exists into a study of Muslim women entrepreneurship in 
South Africa is proposed.  Research is also recommended into the daughter and 
father dynamic of the family business and how by through education and mentoring  
the daughter, could result in the future leadership of the family business.  The 
study attempts to breakdown some beliefs of Muslim women and their role in 
society.  A “learning business” where Muslim women are exposed to practical as 
well as theoretical business principles is recommended with the aim of further 
empowerment of the Muslim women in family businesses. 
 
The researcher, a Muslim woman herself, has found the research enriching and 
hopes that the research study will enlighten and breakdown negative perception of 
the role of Muslim women in the society. 
 
5.6 CONCLUSION 
Despite the common notion of gender within the South African Muslim community it 
was found that women are beginning to realize that they are capable of playing an 
important contributing role within societies and within their homes (Hassem, 2008).   
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Based on this quote, the Muslim women in the community of Port Elizabeth actively 
participate in the economy and in family businesses.  There are various Muslim 
women organisations in Port Elizabeth who support each other and their local 
communities in Port Elizabeth.   
 
Muslim women are active in all careers in Port Elizabeth whether in a management 
or an entry level position and without their knowledge they are acting as 
spokesmen for their religion and their beliefs in the community.  Another avenue for 
research exists in an explorative study of the participation of Muslim women 
working in the private sector.  This could highlight challenges which they are not 
exposed to while working in family businesses.  It is hoped that the research has 
been able to provide enough findings and the results have been able to adequately 
portray the role of Muslim women in family businesses. 
 
Based on a recent report delivered by Committee on Equitability and Non-
Discrimination titled: Multiple Discrimination against Muslim Women in Europe: for 
equal opportunities (dated 11 June 2012) it says: 
“It is time for a new approach since many Muslim women want to be actors for 
change and empowerment.  Rather than being isolated, stigmatised or forced into 
a stereotype.  Muslim women should be encouraged in their quest for equal 
opportunities in society.  Positive measures should be introduced to make it 
possible for Muslim women to be protagonists of their own empowerment.  
Investing in education, encouraging networking and the participation in civil and 
public life, as well as accompany them in their professional development are key 
actions in order to raise Muslim women‟s awareness of their rights and help them 
realize their full potential”. 
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APPENDIX 1 
 
CONSENT FORM 
 
I, ________________________________, acknowledge that I have volunteered to 
be interviewed on the MBA research study conducted by Najmiea Salie who is 
completing her research treatise titled: The role of Muslim Women the Family 
Businesses.   
 
The research treatise is required to complete her MBA studies at the Nelson 
Mandela Metropolitan University. 
 
I have a full understanding of the purpose of the research and have agreed to the 
interview on condition that the confidentiality of my personal information is not 
disclosed.   
 
 
 
Signed on_______________________ at ________________________ by 
 
 
_______________________________ 
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APPENDIX 2  
 RESEARCH QUESTIONNAIRE 
SECTION A – BIOGRAPHICAL INFORMATION 
1 Age? 
2 Level of education? 
3 What is your marital status and at what age did you get married? 
4 How many children do you have? 
5 How many boy children and how many girl children do you have? 
6 What are the ages of your children? 
7 What sector does the family business belong to? 
8 How many people are employed in the family business? 
9 Please give me a brief background of the family business.  How long it has 
been existence? 
10 Do any of your own siblings run a family business? 
SECTION B – STRATEGIC QUESTIONS 
11 How many years have you played a role in a family business? 
12 What role do you play in the family business? 
13 How has your role changed since you joined the family business? 
14 What were the main reasons you decided to join the family business? 
15 Does the family business have a formal vision, mission and business culture? 
16 What are the benefits you have achieved by joining the family business? 
17 Are you involved in any decision making which takes place in the business? 
18 Was job security a decision influencing factor which made you join the family 
business? 
19 Did you join the family business to encourage other women to be more 
entrepreneurial? 
20 Do you believe your culture and beliefs have led to the success of the family 
business? 
21 Does hijab affect your role within the functioning of the family business - e.g.. 
Dealing with customers or suppliers? 
22 Do your Islamic beliefs affect the way the business is managed? 
 
23 Does Islam place constraints on your role in the family business - e.g. 
Managing, controlling, etc? 
24 Does Islam prescribe the specific duties of the Muslim women which impose 
restrictions on her role in the family business - e.g.> home life and child 
rearing duties? 
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SECTION C – CONFLICT QUESTIONS 
25 How do you balance your family with the commitments within the family 
business? 
26 How are you treated by members outside of the family who have worked in 
the family business for many years? 
27 What are the common conflicts experienced in your involvement with the 
family business? 
28 How does responsibility towards your children play a positive or negative 
effect on your position in the family business? 
29 How does differing views on a business situation affect your family 
relationship? 
30 Do you think you are fairly remunerated comparative to your male members of 
the family in the business? 
31 Does the business operate with certain employment (HR) policies with regard 
to maternity leave, special leave for sick child, sick leave, etc? 
32 Do you have an employment contract where your responsibilities are clearly 
defined? 
33 What advice would you give other Muslim women who wish to join the family 
business? 
SECTION D – SUCCESION PLANNING QUESTIONS 
34 What are the Muslim women rights‟ to own property? 
35 Does Islam impose restriction on Muslim women in terms of their inheritance? 
36 Is it expected of your children to join the family business? 
37 Has a potential successor been discussed or identified for the family 
business? 
38 What are the key characteristics which should be considered when 
considering a possible successor to the business? 
39 Have you been involved in the discussion around the possible successor to 
the family business? 
40 Do you believe that it is essential for succession planning to be done to 
ensure that continuing survival of the business? 
 
